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The Sky viewer exhibits a high purchasing power 
Social demographics 


SKY Free TV 


Net. houshold income Sky subscribers vs. Free TV viewers 


3.297 € 2.420 € 
+36% 


Therefrom at free disposal 


668 € aise) 451€ 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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Sky viewers are active and invest in their leisure time 
Interests (Index) 


Go to restaurants etc. 


Wellness 


Read the newspaper and several joumals - as e- 
paper/online/App 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; Index = Sky Viewer / Free TV Viewer x 100 
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Sky viewers are individual, technology-oriented, trendy and flexible 
Viewing behaviour (Index) 


| also want to watch TV while on the way 


aS 2: 


| would like to be one of the first, who can watch new TV productions 


i 2: 


TV should be available on all my devices, whether TV, PC, tablet or smartphone 


a 2:0 


For me, it‘s important to stop running programs and watch along later 


216 


At home, | would ike to watch TV everywhere, e.g. in different rooms, on the balcony or in the garden 


201 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; Index = Sky Viewer / Free TV Viewer x 100 
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Sky viewer: Early adopter with high quality and brand awareness 
Consumer world 


Sky viewers buy specific and emphasize quality of all 
product categories 


ý Also, regarding convenience goods, I‘m dainty 


eC AA 


157 


‘i Regarding the selection of products and brands, my opinion is often sought 


| love to lash out on expensive things: Luxury makes life better 


<7 
While purchasing the quality of goods is more important than the price 
= (eee ane eer eee Paar og eee O 155 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; Index = Sky Viewer / Free TV Viewer x 100 
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Sky viewers are more brand-conscious than Free TV viewers 
Consumer world: ,For me, the brand is more important than the price“ 


(e) 
The brand across all lines of business is on average 1 6 Yo more important for Sky viewers than for FreeTV viewers. 


Consumer 


electronics 


Brand Undecided Price 


Cars 


Undecided 


Beer 


Undecided 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; Index = Sky Viewer / Free TV Viewer x 100 


Price 
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Sky conforms to this high demand 
Evaluation of Sky 


SKY viewers about Sky 


Appeals to me alltogether 67% 


Understands the needs of the consumer 43% 


Is close to me 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; Index = Sky Viewer / Free TV Viewer x 100 
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Sky viewers like the exclusive and upmarket advertising environment 
Comparison of advertising quality 


“The Ad blocks on Sky are pleasantly short” 


35% 11% 


“Advertising on Sky is entertaining” “Advertising on TV (in general) is 
chiefly entertainment.” 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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With Sky to a qualitatively better advertising perception 


Comparison of advertising quality 


28% 


“Especially exclusive 


“ Advertising on Sky has in : brands and products are 
total an higher quality-level : advertised on Sky“ 


than on other channels.” 


37% 
: “The companies / brands, 
FREE TVe : i which advertise on Sky 
; match really well with the 

program.” 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 2.329. Survey December 2014/January 2015. Under contract to Sky Media 
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Higher chances on Sky regarding activation through advertising 
Advertising appeal 


The activation caused by advertising on Sky is 


48 % 


higher than the activation on Free TV, particularly of (Index): 


TV Split-Screen 


Display / Banner 


Ad before / after content 


Sponsorship announcements 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; Index = Sky Viewer / Free TV Viewer x 100 
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High potential regarding the activation through advertising 
Summary 


Sky Viewers are 
quality and 
brand- 

conscious. 


This higher contact- 
quality enhances the 
activation potential of 


Sky offers them the best A 
possibilities to satisfy this Sky viewers. Through 
demand. advertising more 


greatly than the lower 
contact-quality of the 
Free TV. 


They also have high 
demand during the 
consumption of full-video 
content. 


The upmarket and 
exclusive Sky content 
presents an excellent 

advertising environment 

and leads to an optimal 
brand perception. 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; basis: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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The advanced moving-image enthusiast 
His motto: ,Work hard — play hard“ 


Early Adopter, First Mover, Trendsetter und Opinion Leader. 
Always one step ahead when it comes to technology. 
Uses all opportunities. Watching television is an event for him. 


Flexibility, independent of location, content in highest quality is his 
requirement. 


(e) 

76% 
male, 

Ø 38 with income and education 


level above average. 


f Household income per month 
© 2.793 € 


S N 35% with A-Level 


Source: Tracking-survey in cooperation with TNS infratest — Target group adults 14+; Basis: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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Quality and trend-conscious 
Viewing behaviour and world of values 
Quality is more important : Viewing behaviour 


than the price: Index 157 : (Index) 
: [want to watch TV also 


: while on the way 
O : 497 


Quality vs. Price 


Average 
VOD/OTT-usage 


per day 
E © 220 min 


@ Number of screens: 


2,4 46' : 
E P EEEE E A E E E R T A bide’ is eive’s aia aya'bie diaiota(S aeia ap E eld eee une eM ese <Oneaiens : like to be 
: one of the first, 
Worlds of values (Index) who can watch 
Be in touch > new TV 402 
with the latest 199: productions 
trends : 
Celebrate 166 
: At home, | like to watch 
Work hard and Pr N EVENVWNErE 
be successful 156 : 394 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; 
Index = advanced moving-image enthusiast/ respondents total x 100 
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Early adopter who responds positively to advertising 
Consumer world and attitude towards advertising 


Consumer behaviour (Index) Attitudes to / acceptance of (TV) advertising (Index) 


$, m often one of the first who purchases new innovative products 
S or uses new services : 
319 : TV advertising is helpful / credible 


Se EE des 
| always know what's trendy : - = 163 for some pieces of information 
: TV advertising can be entertaining about a product / service after 
135 watching advertising 
285 


a Regarding products and brands, | am often ask for my opinion 


esesesococoeososososococoeososososococoeoscsosososocoeososososocosoceoscsososocococeososososococoeoeoeos Sceecscseccososccscocscoscsoscsscsesescosososccocseccssoscsocscsessosososscscseoscsosccccscseosososoeoe 


Top 5 product interests : | spend much money on (Index)... 
72% : 
55% 
45% 
B E 7 
Consumer Mobile com./ Cars Beer Cosmetic, : Consumer electronics Mobile communications/ Cars 


electronics Mobile phone beauty : Mobile phone 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; basis: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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The demanding fiction lover 


Her motto 


e Movies and series are her passion. 
e She is a binge-viewer, watching episode 1-12. 
¢ Very communicative, a great multiplicator both on- and offline. 


female, 
with an income-level above 
average 


years 


Household income 
per month Ø 2.366 € 


53% Work 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; basis: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 


The BetterViewer 
Page 17 | 25.11.2015 sky | MEDIA 


Success-oriented and active 
Interests, viewing behaviour and world of values 


Z , Morethan52% £ Viewing behaviour 
Fy 51% Watch DVD's Genre-interests 47% use prefer non-linear £ (Index) 
. : Social Media, : 
Films Series triggered by otters : | like to be one of the first, 
ey 46% Shopping 106 130 ian ete : who can watch new TV 
they are even : productions 281 
e watching . 
¢ 16% Wellness 
Leisure activities 92% like to watch several Linear vs. non-linear 
episodes at a stretch 
TE EA cares ssesstbecedeusscde detiedeessesscesesans ce se atlee setae dees T ena ecauteuqeuseescoureceesssnsatnvecanesstestueesadetuaeedesccaet EE 
Worlds of values (Index) © select from a big 
Work hard and : program library 236 
be scoeste 151 
Be much in 
M 1 
latest trends 


È While watching TV, | often 
: : surf the internet 
Be physically 


y : simultaneously to learn 226 
atvacivetor (rs 130 | more about the current 


others > program 


Source: Sky TV-Typology / TNS Infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; 
Index = demanding fiction lover/ respondents total x 100 
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Receptive to added-value-orientated advertising 
Consumer world and attitude towards advertising 


Consumer behaviour (Index) Attitudes to / acceptance of (TV) advertising (Index) 


4 Regarding products and brands, | am often ask for my opinion 
TV advertising is helpful / credible 


62% have been 


191 
AVAN A 
| love to lash out on expensive things: Luxury makes life better TV advertising can be entertaining searching for some pieces of 
143 information about a product / 
187 E : z service after watching 
TV advertising can be disturbing advertising 


88 


Q | always know what's trendy 


Top 5 product interests | spend much money on (Index)... 


49% 46% ; 
a a E E , 


Mobile communications/ Instant meals 
Mobile phone 


Consumer 
electronics beauty Mobile phone 


Cosmetic, Mobile com./ Soft drinks Cars > Consumer electronics 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Basis: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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The satisfied TV savourer 


His motto ,Sofa + TV = pleasure“ 


¢ After work it directly takes him to the sofa, especially to watch football 
and sports. 


e Will never miss a live-sport event. 


e Records his favourite movies or shows to watch them whenever it suits 
him best. 


67 
male, 


with income and education 
levels above average 


ay Household income 


per month Ø 2.605 € 
S 41% with A-Level 


%, 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Basis: n = 4.298. Survey December 2014/January 2015. Under contract to by Sky Media 
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Sports-mad and down-to-earth 
Viewing behaviour and world of values 


Viewing behaviour 


© & 


For over 50% , : (Index) 
Other sports watching TV isa : 
ga 1 ar family event : | want to watch sport 
: events on TV live 
<i 
Usage Sky+ / hard disk Genre interests 
recorder 
Worlds of values (Index) : For me, it's important 
: to stop running 
Provision for 122 : programs and 230 
old age : watch along later 
Follow the 
tradition 112 
| want to record 
Work hard and : programs to watch 
be successful 111 : them whenever 215 


| want to 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; 
Index = satisfied TV savourer/ respondents total x 100 


The BetterViewer 


Page 21 | 25.11.2015 sky | MEDIA 


Is interested in consumer electronics and cars 
Consumer world and attitude towards advertising 


Consumer behaviour (Index) Attitudes to / acceptance of (TV) advertising 


I‘m interested in news about technology 


109 : 
aT Major purchasing decisions are made together 3 63% have been searching for some pieces of 
| : information about a product / service after watching 
108 advertising 
| often spend more money than | intended to 
2 
e 
Top 5 product interests : | spend much money on (Index)... 
20% B. 
Consumer Cars Financial Mobile com./ E drinks : Soft drinks Consumer electronics Financal services 
electronics services Mobile phone 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Basis: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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The sociable TV interested 
His motto „TV bonfire with friends and family“ 


Active in his leisure time. 
In constant exchange with friends and family. 


TV-highlights live, online, on demand or via hard drive recorder create 
a special occasion. 


TV as a social factor for moments together. 


68- 


male, 
income and education 
levels above average 


AN Household income 


per month Ø 2.560 € 


< 40% with A-Level - 
“4 


Source: Sky TV-typologie / TNS infratest, 2015- target group adults 14+, Basis: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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Shares experiences with family and friends 
Interests, viewing behaviour and world of values 


Viewing behaviour 


Over 60% experience TV £ (Index) 
together with family or : 
friends 


4p | 41% Sports 


y) 
hd i 37% Go out Sport events | also like 


Cooking f : to watch outside 
$ DORKING TOF : eg. in sportsbars 
20% friends 1) ; Sen sporsbars) 256 
Leisure activities 61% use VOD- / OTT-services : 
at least once a week 


Worlds of values (Index) $ | like to invite friends for 

: watching TV together 
Do a lot of : 192 
sports 160 : 
Make own 
music 159 

| would like to watch 

: sport events on TV live 

Celebrate 145 : 183 


Source: Sky TV-typology / TNS infratest, 2015- target group adults 14+; Base: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media; 
Index = sociable TV interestes/ respondents total x 100 
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High interest in consumer electronics, cars and mobile communications 
Consumer world and attitude towards advertising 


Consumer behaviour (Index) : Attitudes to / acceptance to (TV) advertising (Index) 
205 : 


sg, m often the first who purchases new and innovative products 


ee 
TV advertising is helpful / credible 64% 
gs My flat has to have an exclusive reputation : = — nave neen 
Sa, : TV advertising can be entertaining searching for some pieces 
W : 124 of information about a 
: Fe F n product / service after 
183 : TV advertising can be disturbing watching advertising 


O o 


If there‘s a new fashion, | will often wear it immediately 
ný 


Peer eee eer ere eee rere ere rere ree rere ere rere reer errr rere rer rere reer ere rer errr reer ere rere eee ree eee eee Poe c cece ec ccc cece cce rere ceere se seere reese eeseseeeeseeeerereseeseseeeeresesesseseseeseseseseeneseeeenT 


Top 5 product interests | spend much money on (Index)... 
49% 
40% 
34% 
25% 24% 
Consumer Cars Le com./ = Beer Sport bets Consumer electronics Mobile communications/ 
electronics Mobile phone beauty : Mobile phone 


Source: Sky TV-typologie / TNS infratest, 2015- target group adults 14+; Basis: n = 4.298. Survey December 2014/January 2015. Under contract to Sky Media 
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Methodology 


Population Onliner 2 14 years in Sky households on Germany 


Method CAWI (Computer Assisted Online Interviewing) on base of Sky customer addresses | CAWI (Computer Assisted Online Interviewing) on the Online Access Panel 


Sample In total 2,329 interviews were performed In total 2,069 interviews were performed 


Onliner = 14 years in Not-Sky households in Germany 


Field time 


Recruiting out of the Online Access Panel. To guarantee the representative nature of 
the sample following quotas were fulfilled: 

Age and gender 

Education, occupation 

Household size 


Recruiting on base of: 

- Customer addresses, provided by Sky and stratified after relevant 
characteristics (type of reception, subscribed packages, states) 

Sampling - Sky customer who have consented to participate in the Establishment Survey 

approach (September and October 2015) ` 

my - Main income earner was questioned about the recruiting of other household oe e iem 
members, to quarantee a representative sample of all persons 14+ living in Sky VOD-usage 

customer households 


TV reception 


Adaptation to the structure of the newest Establishment Survey (Households and Adaptation to the structure of the Sky Market Trackers (Households and persons). 
persons) or rather of the stratified guidelines of Sky of the address-sample. 


Weighting 


Allocation of both samples to display a realistic total: Sky customer 12% and prospects 88% 


The BetterViewer | 
Page 26 | 25.11.2015 sky | MEDIA 


Contact 


Sky Media GmbH 
Medienallee 26 
85774 Unterföhring 


www.skymedia.de 


E. info@skymedia.de 
T. +49 (0)89/ 99 58 - 7143 
F. +49 (0)89 / 99 58 - 2553 
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Sales Director 

Ralf Hape 

T. +49 (0)89 / 9958 -7157 
ralf.hape@sky.de 


Director Audience and Media Research 
Dirk Otto 

T. +49 (0)89 / 9958 -7014 
dirk.otto@sky.de 
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